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Abstract: This study aims to determine whether there is an effect of price, place and promotion on decision 
making in the rental of Futsal Field at Farm Futsal Family, Sawah Lama, Ciputat, which was studied by 90 
respondents. 
The methods used in this research are Validity and Reliability Test, Multiple Regression Analysis, Determination 
Coefficient (R2), and Goodness of Fit Test: F Test (Simultaneous Test), T Test (Partial Test). 
From calculations using regression, it can be found that when seen from the coefficients, the three variables, 
namely Price, Place, and Promotion, have an influence on consumer decisions. It also means that there is a 
positive influence between variables, because the results can be positive. That is, if there is an increase or 
addition of the variable price, place, and promotion it will affect the increase or increase the variable Consumer 
Decision. From these results it can be concluded that the UKM or the place of business under study must further 
enhance the promotion of its business and also enhance its marketing strategy for the creation of a maximum 
consumer decision on the use of its Futsal Field Rental services. 
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INTRODUCTION 
 Sport is an activity that is mandatory for everyone in creating a healthy body. People 
who often do sports activities will always be able to maintain a healthy body starting from 
heart health, improving blood flow throughout the body, regulating the balance of the 
immune system in the body, and increasing endurance. One of the most popular sports 
today is futsal. Unfortunately, for now futsal has not become a professional sport. The lack of 
land that can be used to play futsal is one of the inhibiting factors for this. Due to the small 
amount of land, it makes this a business opportunity for most people to be able to build a 
futsal field. 
Managing a futsal rental service business is not an easy thing, through understanding 
consumer behavior, company management can formulate the right strategies and programs 
in order to take advantage of existing opportunities and outperform its competitors. 
Consumer behavior in consuming service products is the same as behavior in consuming 
non-service products. In consuming services, consumers are faced with a selection process, 
a consumption process and a post-consumption process, including a decision-making 
process that precedes and follows these actions. 
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In buying decisions, consumers often have more than two parties involved in the 
exchange process or buyers. Buyer decision-making processes vary widely, some are 
simple, some are complex. These processes begin with the purchase of several products 
until the purchase transaction occurs. However, the decision making process does not end 
with the purchase transaction, but is followed by stages of post-purchase behavior. 
Service products that are acceptable to consumers are strongly influenced by consumer 
assessments of the service products they have received and the variables that affect their 
purchasing decisions. Variable variables that influence consumer decisions include price, 
place, and promotion which are the driving factors for the desire to consume service 
products that consumers want. 
Therefore, the purpose of this study is to determine whether the variable price, place, and 
promotions can influence consumer decisions made at UKM "FARM FUTSAL FAMILY" 
which is located on Jl Amd 5 No 88, Sawah Lama, Ciputat. 
 
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 
2.1 Price 
Price is one of the most important attributes evaluated by consumers, and managers need to 
really be aware of the role of this price in shaping consumer attitudes (Mowen & Minor, 
2002: 318) 
In the narrowest sense, price is the amount of money charged for a product or service 
(Kotler, 2001: 439). In a broad sense, price is the sum of all value exchanged by consumers 
for the benefits of owning or using the product or service (Kotler, 2001: 439). From the 
producer point of view, price is a component that has a direct effect on company profits in 
terms of revenue. 
Based on the pricing strategy, the company must first set its goal of setting, this goal 
comes from the company itself which always tries to set as precisely as possible in setting 
prices, which are good and in accordance with consumer desires. 
 
2.2 Place 
Place in service is a combination of location and decisions on distribution channels. The 
importance of location for services depends on the type and degree of interaction that 
occurs. The interactions between service providers and customers consist of customers 
visiting service providers, service providers visiting customers, or service providers and 
customers transacting business over long distances. 
According to Payne (2001), "The place used to enter services to the target customer is a 
key decision area. Location decisions include considerations about how the service is 
delivered to the customer and where the service should be located". 
 The purpose of determining the right location for the company is to operate efficiently 
and achieve the stated goals. In choosing a location, companies must pay attention to 
factors that affect cost, speed of time, ease of facilities needed. 
 
2.3 Promotion 
According to Philip Kotler and Gery Armstrong (2001: 68), promotion is an activity that 
communicates product advantages and persuades target customers to buy it. 
According to Buchari Alma (2006: 179), promotion is a kind of communication that 
provides explanations and convinces potential consumers about goods and services with the 
aim of getting attention, educating, reminding and convincing potential consumers. 
Promotion is an attempt to attract consumers to buy a certain product, so promotion can 
be said to be good if the promotion can influence buyers to buy the product. 
 
 
 
 
2.4 Consumer Decisions 
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According to S.P Siagian in Iqbal Hasan (2002: 10). Decision making is a systematic 
approach to the nature of the alternatives faced and taking actions which according to 
calculations are the most appropriate actions. 
According to Kotler & Keller (2007: 226). That the consumer decision-making process is 
influenced by many factors including marketing factors such as products, prices, distribution 
and promotion as well as other factors such as economic, technological, political and cultural 
factors. 
According to Wijayanti (2008). Decisions made by consumers about a product or service 
are a process of assessing and receiving brand information, considering how other brands 
can meet consumer needs and ultimately deciding which brand to choose The desire to buy 
from consumers will arise when they feel interested, want use, and have a product seen. 
Based on the above understanding, it can be concluded that decision making is the 
result of solving the problems it faces firmly. The decision must be able to answer the 
question of what is discussed in relation to planning, the decision can also be in the form of 
an action against implementation which is very deviant from the original plan due to many 
factors. 
The decision to buy here is a real buying process. So, after the previous steps have 
been carried out, consumers must make a decision whether to buy or not. If consumers 
decide to buy, they will find a series of decisions that must be taken regarding the type of 
product, brand, quality of the seller, time of purchase, method of payment, and place of 
purchase. 
 
Research Framework 
In this study, there are three X variables consisting of: Price (X1), Place (X2), and 
Promotion (X3). As well as one variable Y, namely: Consumer Decision Making (Y). This 
framework is described as follows: 
 
 
  
 
 
 
 
 
HYPOTHESIS 
The hypotheses in this study include: 
H01: place has no effect on consumer decisions. 
Ha1: place influences consumer decisions. 
Ho2: price has no effect on consumer decisions. 
Ha2: price affects consumer decisions. 
Ho3: promotion has no effect on consumer decisions. 
Ha3: promotion affects consumer decisions. 
Ho4: place, price, and promotion simultaneously have no effect on consumer decisions. 
Ha4: place, price, and promotion simultaneously influence consumer decisions. 
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This research method is a quantitative method, where the data used is primary. The 
variables used are: 
4.1 Independent variable (independent variable) is a variable that affects or causes other 
variables (Iqbal hasan, 2002). These independent variables consist of: 
 
4.1.1 Price (X1) is the amount of money (plus some items if possible) needed to get a 
number of combinations of goods and their services. 
4.1.2 Place (X2) is a decision made by the company regarding where its operations and 
staff will be located. 
4.1.3 Promotion (X3) is an activity that assumes product advantages and persuades target 
customers to buy it. 
4.2 The dependent variable (dependent variable) is a variable that is influenced or caused by 
other variables (Iqbal Hasan, 2002). The dependent variable in this study is Decision 
Making (Y). 
The analysis technique used in this research is: 
a) Descriptive Statistics 
b) Likers scale 
c) Validity and Reliability Test 
d) Multiple Linear Regression 
Multiple linear regression analysis is used to determine whether the independent 
variables jointly affect the dependent variable. 
 
Y=a+b1X1 +b2X2+b3X3+e 
 
Information : 
Y = customer satisfaction 
a = constanta 
b1 = price regression coefficient 
b2 = spot regression coefficient 
b3 = promotion regression coefficient 
X1 = PRICE 
X2 = PLACE 
X3 = PROMOTION 
 
RESULT AND DISCUSSION 
In this study, the respondent profile was obtained from 90 questionnaires distributed to 
respondents around Ciputat, to determine the characteristics of the Futsal Farm Futsal 
Family field users who were selected as respondents.. 
5.1 Descriptive Statistics. 
a. Gender 
Tabel 1  
Gender 
Gender Amount Persentage 
Men 68 76% 
Woman 22 24% 
Total 90 100% 
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Based on the data above, it can be seen that some of the respondents were male, as many 
as 68 (76%) of respondents and the remaining 22 (24%) of respondents were women 
b. Age 
Tabel 2  
Usia 
Age Amount Persentage 
<25th 89 99% 
26th – 35th 1 1% 
Total 90 100% 
 Based on the data above, it can be seen that respondents who have an age <25 
years are 89 (99%) of respondents, aged 26-35 years are 1 (1%). 
 
c. Profession 
 
 
 
 
 
 
 
 
 
 
 
 
 
Tabel 3 
Profession 
 
 
Based on the data above, it can be seen that respondents who have jobs as employees 
/ civil servants are 3 (1%) respondents, do not work as many as 0 (0%) respondents, and 
students / students are as many as 87 (99%) of respondents.. 
 
5.2 Validity Test    
 Testing the validity of the research instrument was carried out with the Pearson 
correlation formula Product Moment by using SPSS for windows ver.20.0 The criteria used is 
if the total item correlation coefficient value is greater than the value, then the item in 
question can be declared valid. As a first step, the authors took 90 respondents to test the 
validity of the questionnaire. For 90 (n) respondents, it can be obtained the df degrees of 
freedom of n-2 = 90-2 = 88. For df = 88 and an alpha value of 5% (two sides), the r table 
value is 0.207. If r count> r table with a confidence level of 95% 
 
 
 
 
 
 
5.2.1 Validity Test of Price Variables 
 
 Based on the validity test that has been done, the following results are obtained: 
Profession Amount Persentag
e 
Employees/PNS 3 1% 
Unemployement 0 0% 
Student 87 99% 
Total 90 100% 
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Tabel 4 
Results of Research Instrument Validity Test (Price) 
Variable r hitung r tabel Status 
Harga 1 0.524 0,207 Valid 
Harga 2 0.290 0,207 Valid 
Harga 3 0.575 0,207 Valid 
Harga 4 0.494 0,207 Valid 
Harga 5 0.590 0,207 Valid 
From table 4 above, it can be concluded that all items of the research instrument are 
declared valid (valid) because each item has a calculated r value that is greater than the r 
table value. 
 
5.2.2 Validity Test of Place Variables 
 
 Based on the validity test that has been done, the following results are obtained 
Tabel 5 
Results of the Research Instrument Validity Test  
(Place) 
Product (x2) r hitung r tabel Status 
Place 1 0.429 0,207 Valid 
Placet 2 0.397 0,207 Valid 
Place 3 0.286 0,207 Valid 
Place 4 0.394 0,207 Valid 
Place 5 0.428 0,207 Valid 
Place 6 0.491 0,207 Valid 
 
From table 5 above, it can be concluded that all items of the research instrument are 
declared valid (valid) because each item has a calculated r value that is greater than the r 
table value. 
 
 
 
 
 
 
 
 
 
5.2.3 Validity Test of Promotion Variables 
 
 Based on the validity test that has been done, the following results are obtained. 
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Tabel 6 
Results of the Research Instrument Validity Test  
(Promotion) 
Consumer 
loyalty (Y) 
r hitung r tabel Status 
Promotion 1 0.367 0,207 Valid 
Promotion 2 0.433 0,207 Valid 
Promotion 3 0.398 0,207 Valid 
Promotion 4 0.365 0,207 Valid 
Promotion 5 0.376 0,207 Valid 
 
From table 6 above, it can be concluded that all items of the research instrument are 
declared valid (valid) because each item has a calculated r value that is greater than the r 
table value. 
 
5.2.4 Validity Test of Consumer Decision Variables 
Based on the validity test that has been carried out, the following results are obtained 
: 
Tabel 7 
Test Results of the Validity of Research Instruments (Consumer Decisions) 
Consumer 
loyalty (Y) 
r hitung r tabel Status 
Consumer 
Decisions 1 
0.294 0,207 Valid 
Consumer 
Decisions 2 
0.342 0,207 Valid 
Consumer 
Decisions 3 
0.518 0,207 Valid 
Consumer 
Decisions 4 
0.271 0,207 Valid 
Consumer 
Decisions  5 
0.460 0,207 Valid 
 
From table 7 above, it can be concluded that all items of the research instrument are 
declared valid (valid) because each item has a calculated r value that is greater than the r 
table value. Therefore, the data obtained can be analyzed further to test the hypothesis. 
 
5.3 Reliability Analysis 
The reliability test in this study used Cronbach's Alpha (α). According to Nunnally (in 
Ghozali, 2001), the commonly accepted minimum limit for Cronbach's Alpha value for the 
reliability requirements of an instrument is 0.600. The analysis was carried out on each 
instrument used to measure the variables of service and product quality on consumer 
loyalty. 
 The results of the instrument reliability analysis, which are based on Cronbach's Alpha 
criteria according to Nunnally, are presented in Table 8 below.   
Tabel 8 
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Research Instrument Reliability Test Results 
 
Variable Nilai 
Cronbach’s 
Alpha 
Minimum 
Limit 
Status 
Price 0.709 0,600 Raliabel 
Place 0.644 0,600 Reliabel 
Promotion 0.613 0,600 Reliabel 
Consumer 
Decisions 
0.615 0,600 Reliabel 
 Reliability test results show that the instrument has a reliability value that meets the 
requirements and is declared reliable, because each Cronbach's Alpha value is above 0.60. 
 
5.4 Multiple Regression Analysis 
After testing the validity and reliability of the questionnaire, then regression analysis will 
be carried out to prove the existing hypothesis, which is to determine the effect of 
independent variables (independent variables) which include price, place and promotion of 
the dependent (dependent variable) in terms of this is the consumer's decision. The 
following is the output of multiple linear regression with the help of using SPSS 20.0. 
Tabel 9 
Multiple Linear Regression Results 
Coefficientsa 
Model Unstandardize
d Coefficients 
Standard
ized 
Coefficie
nts 
t Sig. 
B Std. 
Error 
Beta 
1 
Const
ant 
7,333 2,015 
 
3,639 ,000 
X1 ,220 ,101 ,271 2,189 ,031 
X2 -,009 ,105 -,011 -,090 ,928 
X3 ,390 ,093 ,414 4,181 ,000 
a. Dependent Variable: Y 
 
The regression equation based on the table above is as follows 
Y = a + b1X1 + b2X2+ e 
Y = 7,333+ 0.220X1 - 0. 009X2 + 0. 390X3 
Where : 
Y = dependent variable, namely consumer decision 
A = Constant 
X1 = Independent variable, namely Price 
X2 = Independent Variable, namely Place 
X3 = Independent variable, namely Promotion 
b2 = regression coefficient of variable X2 
From the value of the equation generated by regression, the following equation is obtained: 
Y = a + b1X1 + b2X2+ e 
Y = 7,333+ 0.220X1 + (-0. 009X2) + 0. 390 
Consumer Decision = 7.333 + 0.220 Price + (-0.009) Place + 0.390 Promotion 
1. A constant value of 7.333 states that if there are no three independent variables, then the 
Consumer Decision is 7.333 
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2. The coefficient value of 0.220 indicates that an increase in price by 1 will increase the 
decision towards consumers by 0.220 
3. The coefficient value of -0.009 indicates that increasing Place by 1 will reduce the 
decision to consumers by -0.009. 
4. The coefficient value of 0.390 indicates that an increase in Promotion by 1 will increase 
the decision towards consumers by 0.390. 
 
5.5 Results of the coefficient of determination (R2) 
Tabel 10 
Model Summary 
R R 
Square 
Adjusted 
R 
Square 
Std. 
Error of 
the 
Estimat
e 
,576
a 
,331 ,308 2,018 
a. Predictors: (Constant), X3, X2, X1 
 
 
R which is also called the correlation coefficient shows that the relationship between the 
variable Price (X1), the variable Place (X2), and Promotion (X3) is 0.576 this shows that the 
influence between the variables Price, Place, and Promotion on the variable consumer 
decision has a relationship Close enough, because it has a value close to 1. 
The value of R Square (R2) = 0.331. This figure can be used to see the magnitude of the 
influence of Price, Place and Promotion variables on consumer decisions by calculating the 
coefficient of determination (KD) with the following formula: 
KD = R² x 100% = 0.331 x 100% = 33.1% 
This figure shows that the price, place, and promotion combined to consumer decisions is 
33.1% and the rest 66.9% ( 100% - 33,1% ) influenced by other factors which in this study 
were not discussed. 
5.6 Simultaneous significance test results (Test F) 
Tabel 11 
                               ANOVAa 
Model Sum of 
Square
s 
Df Mean 
Squar
e 
F Sig. 
1 
Regres
sion 
173,528 3 57,843 14,210 ,000b 
Residu
al 
350,072 86 4,071 
  
Total 523,600 89    
a. Dependent Variable: Y 
b. Predictors: (Constant), X3, X2, X1 
  
Based on table 4:31 above, it can be concluded that from the Anova test (F test), the F-count 
is 14.210. For the F-table with a significance level of 5%, it is obtained at 3.12 because F-
count> F-table is 14.210> 3.13, then Ho is rejected and Ha is accepted, which means the 
variable Price (X1), Place (X2), and Promotion (X3) combined influence consumer decisions 
(Y). This is reinforced by the significance (Sig) of 0.000, which is smaller than 0.05. 
5.7 Partial significance test results (T Test) 
Tabel 12 
 Coefficientsa 
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Model Unstandardiz
ed 
Coefficients 
Standard
ized 
Coefficie
nts 
t Sig. 
B Std. 
Error 
Beta 
1 
Const
ant 
7,333 2,015 
 
3,639 ,000 
X1 ,220 ,101 ,271 2,189 ,031 
X2 -,009 ,105 -,011 -,090 ,928 
X3 ,390 ,093 ,414 4,181 ,000 
The t test value shows the level of significance of the constant and the independent variable. 
1. The significance of the price variable, significance = 0.031 <0.5, this shows that price 
affects significantly in multiple regression. 
2. The significance of the place variable, significance = 0.928> 0.5, this indicates that place 
does not significantly affect the significance of the multiple regression. 
3. The significance of the Promotion variable, significance = 0.000 <0.5, this indicates that 
the product is sufficiently significant in the multiple regression. 
From the overall results of the calculations using the analysis tools above, it can be seen 
that the variables Price, Place, and promotion have a significant influence on consumer 
decisions for renting futsal fields, FARM FUTSAL FAMILY, Sawah Lama, Ciputat. 
 
CONCLUSIONS 
 
Based on the results of the research that has been done, it can be concluded as follows: 
 
1. Price variables have an influence on consumer decisions in making purchases 
because they are based on affordable prices. 
2. The place variable does not have an influence on consumer decisions in making 
purchases because there are already many Futsal field rental places in the area 
around Futsal FARM FUTSAL FAMILY. 
3. Consumer promotion variables have an influence on consumer decisions in making 
purchases because it can cause consumers to be interested. 
4. Price, place and promotion together have a significant effect on consumer decisions 
at FARM FUTSAL FAMILY, Sawah Lama, Ciputat. This means that consumer 
interest in the place and promotion is due to the price at the time of the decision to 
rent a futsal court, FARM FUTSAL FAMILY, Sawah Lama, Ciputat. 
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From the results of the conclusions described above, there are a number of things that can 
be suggested for improvement: 
1. This business must increase innovation in the marketing mix strategy (Price, Place, 
Promotion) which is applied considering that the marketing mix variable has a significant 
effect on consumer decisions. For example, by holding competitions so that consumers 
are interested in using futsal field rental services. 
2. There needs to be more research related to other factors that have not been examined 
in this study. This is to find out whether these factors have a significant effect on 
consumer decisions or not. 
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